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The aim of tourism advertisement is to attract tourists’ attention, stimulate them 
to travel. Therefore, the focal point is tourists. For a special kind of communication 
style, tourism advertisement has individually stylistic features. In recent years, 
international tourism has been developing rapidly. The professionalism of the tourism 
advertisements, however, fails to keep up with the same pace, which results in 
hindrance to an overall development of tourism industry. The problem of Tourism 
Advertisement translations is so serious and urgent that it has aroused concerns from 
increasing number of scholars. They have proposed various countermeasures from 
different perspectives. As an act of intercultural communication involving the 
translator’s cognition, tourism ad translation is considered to be subject to his 
cognition to lead to effective communication as expected.As Sperber and Wilson 
proposed the Relevance Theory in their book Relevance:Communication and 
Cognition in 1986,the theory treats communication as a cognitive activity. It holds 
that communication is a process which involves ostension and inference, and insists 
that human communication is governed by the principle of relevance as every act of 
ostensive communication indicates a presumption of its own optimal relevance.  
Since ad is a special type of communication, the aim of ad translation is not the 
equivalence in form and faithfulness in contents, but the adequate pragmatic effect 
of the target text. Translation of tourism advertisement should meet the 
target-language practices and customs. To satisfy the target audience from different 
language and cultural backgrounds and to realize satisfactory practical outcome 
some useful but unconventional translation strategies are in need. The author holds 
that RT can guide ad translation availably and fulfill the purpose of advertisers in the 
target text.  After proposing a translation model based on Relevance Theory, this 
paper takes the specific advertising for example, and elaborates these methods are 
applied for advertisement translation in tourism. And the translator can choose literal 
translation, free translation, metaphor translation, supplementary translation and 
recreation translation strategies from the perspective of Relevance Theory. 
The thesis is presented in five chapters. Apart from introduction, Chapter One, 
Literature Review about the Relevance Theory, introduces some important notions of 















advertisement, and then discusses tourism ad translation from the perspective of RT. 
Chapter Two includes discussions on definitions of tourism advertisement, 
functions and linguistic features. According to Li Jianli (Li Jianli,2007:15), the basic 
features of tourism advertisement can be summarized as below: 
A. Commercial benefit-oriented: Advertisers initiate tourism advertisement to 
persuade receptors to buy product thereby to gain profit. 
B. Embodiment of distinguished features: Tourism advertisement can achieve its own 
attraction by presenting the specific features of destination. 
C. Emphasis on truth: Good advertisement based on the reality will obtain tourists 
trust. 
D. Lucid but persuasive language: Good advertisement should always be clear and easily 
understood at the first glance and leave a deep impression on receptors’ minds. 
E. Originality: Originality is the vitality of any advertisement. 
Chapter Three, introduces some common mistakes of tourism advertisement 
translation, such as linguistic errors, syntax mistakes, pragmatic errors and cultural 
mistakes. Based on the analysis, the author offers the possible reasons of mistakes and 
some suggestions. 
Chapter Four, attempts to apply the Relevance Theory to translate tourism Ads. 
Gutt in his book Translation and Relevance indicates that the guideline of the 
translator should be the pursuit of optimal relevance. It includes two specific points: 
one is the translated version should be efficiently relevant with or provides efficient 
contextual effects to the audience; the other is the expression of the translated version 
should avoid the audience using too much unnecessary efforts (Gutt, 1991: 103). 
Chapter Five, A number of specific tourism advertisements translation are 
analyzed within the framework of the Relevance Theory. The author attempts to show 
that the Relevance Theory is a powerful instrument for accounting translation in 
tourism Ads.  
Conclusion is a summary that highlights the major points of the whole thesis, as 
well as a suggestion that further study should be carried out pertaining to translation 
in tourism ads, especially the theory of translation in the light of Relevance Theory. 
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意；（2）听话人为取得语境效果付出了努力。Gutt, Ernst August 在 Cognition and 
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